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Introduction
Slogans are literally and figuratively the “bottom line” of print advertise-
ments. As a rule they are placed at the foot of the ad, and at the same time, 
they represent the essence of what the advertiser wants to say conclusively 
about the company and/or product, a “selling message” intended to leave a 
lasting impression on the viewer (Lee and Johnson, 1999, p. 146.) Accordingly, 
slogans are designed to catch the notice of the public (Dyer, 1982, p. 33). 
Moreover, they can add permanence or stability to a campaign, inspire public 
assurance in a company, and may be used as an alternative logo (Gabay, 1996, 
p. 103). The subject matter of advertisements must be interesting and rele-
vant to the viewer, understandable but also involve some sense of discovery 
on the part of the viewer, and engage the emotions. (Harrison, 1987, pp. 
101-103).
To achieve this, advertisements must additionally create a relationship 
between the advertiser and the audience based on a linking of meanings with 
products (Myers, 1994, p. 8). Vestergaard and Schroder observe that, “Instead 
of making claims, real or exaggerated, about the primary use value of his 
product, the advertiser will promise the consumer that the acquisition and 
consumption of his product will give youth, love, recognition, and so on.” (1985, 
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p. 9). Theoretically, slogans may take an extensive variety of forms. However, 
analysis reveals some typical characteristics. Because slogans are usually 
short, effective investigation and comparison on a wide scale is possible. Such 
investigation reveals interesting differences in US and UK slogans.
Characteristics of the language of advertising and slogans
There are many ways to look at advertising language. Leech’s (1966) 
comprehensive study looks at the following elements:
 1. Advertising situation, including participants, objects, medium of communication, and purpose or 
effect.
 2. Type of address: direct or indirect.
 3. Products, media, audiences, and aims, and how the particulars of each of these influences the 
language used in the advertising.
 4. Register, and how it is affected by discourse style, discourse mode, and discourse role.
 5. Clauses, including imperative clauses, interrogative clauses, non-finite and minor clauses, and 
dependent clauses with “When”, “If”, and “Because”.
 6. Verbal groups, including simplicity, tense and aspect, and “Will” and “Can”.
 7. Nominal groups, including pre-modifiers and modifiers such as genitives, comparative and 
superlative adjectives, and noun modifiers.
 8. Words, including compounds and morphology.
 9. Cohesion and lack of cohesion.
 10. Vocabulary, particularly adjectives and verbs.
 11. Reference and vagueness of reference.
 12. Creative aspects, including orthographic oddities, grammatical breaches, lexical divergence, 
semantic infringements, contextual violation, figurative language, and ambiguity, including mul-
tiple meanings and homonymy.
 13. Rhetorical devices, such as repetition, alliteration, assonance, and rhyme.
McQuarrie and Mick (1996), on the other hand, identify four rhetorical 
operations of advertising and break down their components in detail:
 1. Repetition: Of words, including rhyme, alliteration, and assonance; of words, including anaphora 
(repetition of words at the beginnings of phrases), epistrophe, repetition of words at the ends of 
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phrases), epanelpesis (repetition of a word at the beginning and end of a phrase), anadiplosis 
(repetition of a words at the end of one phrase and the beginning of another); and of phrase 
structure, specifically, parison (parallelism in the structure of successive phrases.)
 2. Reversal: Syntactically, in antimetabole (repetition of a pair of words in reverse order, for exam-
ple “It says what it does. It does what it says); and semantically, in antithesis (use of binary 
opposites in a phrase).
 3. Substitution: Claim extremity in hyperbole; assertive in rhetorical questions or epanorthosis 
(making an assertion in order to call it into question); Presence or absence, in ellipsis; and center 
or periphery, in metonyms.
 4. Destabilization: Based on similarity, including metaphors as well as types of puns such as hom-
onyms, antanaclasis (repeating word in two different senses), syllepsis (a verb takes on different 
meaning as the clause develops), and resonance (a phrase is given a different meaning because 
of its juxtaposition with a picture); and based on opposition, including paradox or irony.
Focusing specifically on slogans, Myers (1994) points to alliteration, assonance, 
intonation, the use of unusual letters, foreign words, and homophones as par-
ticular features, while Gabay (1996, pp. 103-107) further calls attention to the 
use of pronoun you, the use of “The” at the beginning of slogans, lending a 
sense of uniqueness to the product, and reference to the product as “it”. 
Gabay additionally notes that slogans create ideals as well as a sense that the 
product is all-inclusive and that encountering the product amounts to admis-
sion into another (more dynamic or useful) world.
The study
As part of a larger examination of advertisements in a wide range of US 
magazines based on a corpus comprised of the language used in them, the 
present study investigates differences in the slogans appearing in the US and 
UK editions of Cosmopolitan magazine, a women’s magazine that features 
articles on sex, beauty, health, and relationships. The catch-phrase for the UK 
Cosmopolitan is “For fun, fearless females.” Six months of advertisements 
were examined in each edition: the January to March issues and the August 
to October issues in 2006. Duplicates or near duplicates of slogans were dis-
carded in each edition, for a total of 105 slogans in the US magazines and 77 
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in the UK magazines. There was surprisingly little overlap of slogans 
between the two editions. Only five slogans were used in both the US and 
UK publications.
The advertisements that had slogans in the magazines were for hair 
products, skin care products including soap, food and beverages, body prod-
ucts such as deodorant and tooth care, medicine, clothing and accessories, 
cosmetics including nail care products, technological items and automobiles, 
fragrance, and other miscellaneous products. Figures 1 and 2 show the break-
down of types of products in the two editions. Hair products were most 
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frequent in both editions, with 18% of the US advertisements and 19% of the 
UK ones receiving this classification. Food and beverage ads were also com-
mon, representing 13% of the American advertisements and 17% of the 
British ads. Interestingly, skin care product advertisements were more than 
four times as frequent in the US edition as in the UK edition. Seventeen per-
cent of the US advertisements were for moisturizers and face wash and so 
on, but only 4% of the UK advertisements fell into this category.
On the other hand, technological and automotive advertisements were 
twice as common in the UK edition, of which 12% were of this type, com-
pared to the US edition in which only 6% of the advertisements were related 
to products of this sort. Most of the US advertisements fell into the nine 
specified categories with only 8% being slotted into the “other” category. 
However, the British advertisements covered a wider range of items, and 
22% were classified as “other”. The “other” advertisements included those 
concerned with such things as cosmetic surgery, non-profit groups, and 
recruitment.
Analysis
The average length of the US slogans was four words and for the UK 
slogans 4.6 words. Table 1 shows the words most frequently used in the slo-
US slogans UK slogans
Word times Word times
the 24 the 24
your 13 a 10
for, you 8 for 8
skin, to 7 of 7
a, beauty, in, it 6 to 6
beautiful 5 it 5
all, get, good, hair, it’s, on 4 life, more, you 4
and, be, healthy, is, like, live, 
of, perfect, salon, worth
3
beautiful, better, every, good, 
it’s, way, with, women, your
3
Table 1.　Words most frequently used in the US and UK slogans
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gans of both editions. “The” was the most common word in the magazines, 
used in both editions 24 times. “Your” was the second-most common word in 
the US edition, used 13 times. On the other hand, it was only used in three 
UK slogans. Combined percentages of “your” and “you” were 20% in the US 
slogans, but only 9% in the UK ones.
The slogans were further analyzed according to type of structure, rhe-
torical devices used, and strategies of appeal.
Structure
The structures of the slogans were classified as noun phrases, impera-
tives, full sentences that are not imperative, verb phrases, and other 
structures, which included prepositional phrases, adjectival phrases, adverbial 
phrases, verb phrases, “because” and “when” clauses, and obscure structures. 
Figure 3 shows the breakdown according to structure type.
The slogans in the US edition used noun phrases the most often. Thirty-
seven slogans, or 35%, were in this form. This was followed closely by 
imperative structures, which were the form of 34, or 32%, of the US slogans. 
Fourteen slogans were full sentences, comprising 13% of the total slogans. 
Verb phrases were used in eight slogans, or in 8% of the slogans. Other 
structures were used in 11% of the slogans (12 slogans). Of these, preposi-
tional phrases were the most frequent, making an appearance in four slogans 
(4%).
In the UK edition, noun phrases were also the most prevalent. Thirty-
five slogans, or 45%, used this form. The second most common structure was 
full sentences, which were used in thirteen slogans, or 17% of the total slo-
gans. While imperatives were a frequent structure among the US slogans, 
this form was only used in seven, or 9%, of the slogans. On the other hand, 
eleven slogans, or 14% of the total slogans, used verb phrases. Eleven slogans, 
or 14%, used other structures. Adjectival phrases were the most common 
among these, used in five slogans, or 6% of the total slogans.
The main nouns of the noun clauses can be classified into four groups: 
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nouns that paraphrase the product or directly specify the product, for exam-
ple, make-up, whitening, scent; words related to the product, for example, 
smiles, protection, shine; abstract or more general words, such as femininity, 
power, change; and words related to the producer, like expert. Both the US 
and UK main nouns in noun phrases used product paraphrases or product 
names the most. Thirty-five percent of the US main nouns and 51% of the 
UK ones were of this type. Related words accounted for 27% of the US main 
nouns and 23% of the UK ones. Abstract words were about the same, com-
prising 24% of the US main nouns and 23% of the UK main nouns. Four of 
the main nouns in the US noun phrases related to the producer and one of 
the UK ones did.
More than twice as many of the verbs used in the US slogans in impera-
tive form, 24, were ones that described lively actions, such as unleash, rescue, 
and discover. The remaining 10 were passive or reactive verbs such as be, 
have, and leave (something to be taken care of by someone else). This was 
also true of the seven UK slogans that used the imperative form: five verbs 
were active, and two passive or reactive.
Rhetorical devices
The main types of rhetorical devices used in the slogans in both editions 
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Fig. 3.　Breakdown of structure type
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were alliteration, assonance, repetition of words or phrases, rhymes, and 
plays on words. Forty-nine percent of the US slogans and 39% of the UK slo-
gans used these. Figure 4 shows the breakdown of types used in the US and 
UK editions.
● Alliteration
Alliteration was the most frequent type of rhetorical device, used in 22% 
of the US slogans and 21% of the UK slogans, as in the US slogans “A style 
for every story” (Levi’s jeans), “Fuel to be fabulous” (Tab energy soft drink), 
and “Pore perfect” (Biore pore cloths and strips) as well as the UK slogans 
“Worry-free whitening” (Safe & White teeth whitener), “Let’s stay strong” 
(Adez fruit and soya drink), and “Be the best” (British Army). All consonant 
repetition was counted as alliteration except those in final rhymes. While in 
most cases this repetition followed the usual pattern of recurrence in the ini-
tial position of words, in four British slogans the repetition was in middle 
positions or represented a reversal of position as in the “r” sound in a plati-
num ad: “Pure rare eternal” or the shifting of “f” and “l” sounds in a Silvikrin 
hair styling product ad: “Flexible hold that’s full of life”.
“F” was the most common consonant used in alliteration in the US edi-
tion slogans. Five out of 23, or 22% used this consonant. However, it was only 
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Fig. 4.　Breakdown of types of rhetorical devices
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used in two UK slogans out 16, or 2%. ”B” was used relatively frequently in 
alliteration in both editions, representing 19% of the UK alliteration and 17% 
of those in the US edition. “S” (including “st-”) was also used in 25% of the UK 
alliterations (four slogans) and 9% of the US alliterations. Consonants used in 
alliteration in both editions’ slogans were: f, b, s, n, r, w, c/k, and m. Only the 
US alliteration used p, h, and t, and only the UK slogans used v and l. Conso-
nants that were not used in alliterations were d, g, j, q, y, and z.
● Assonance
Assonance was used in 10% of the American slogans and 17% of the 
British slogans. For example, it is used in the following slogans from the US 
edition: “Go bold” (Dentyne Fire chewing gum), “Chow proudly” (Boca soy 
products), and “Speeds healing like a prescription without one” (Abreva cold 
sore treatment), as well as the UK slogans “The key to whiter teeth” (Clever-
White Day & Night tooth whitener), “The drive of your life” (Peugeot 
automobile), and “Effective protection. Beautiful result.” (Dove deodorant). It 
will be noted that the last examples in both groups had more than one 
instance of assonance contained in one slogan, the long e (i) and short i () in 
the US slogan, and the short e (e), short i () and short u () in the UK slogan.
Short e (e) assonance was common in both the US and UK assonance. 
27% of the US assonance and 23% of the UK assonance was related to this 
vowel sound. The short i () sound was also frequent in the UK slogans using 
assonance. Thirty-one percent of the UK slogans used it. However, it was not 
used in the US assonance.
● Repetition
The rhetorical device of repetition was a feature of 8% of the US slogans 
and 9% of the UK slogans. Both of the editions included the Maybelline cos-
metics slogan “Maybe she’s born with it. Maybe it’s Maybelline.” with the 
repetition of “maybe” which melds into the almost-homophone “Maybelline”. 
Other examples include the US slogans “Live well. Live Rite.” (Diet Rite soda), 
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“Big on protein. Big on taste.” (Pure Protein nutrition bars), and “Get serious. 
Get CQ.” (Nicoderm CQ stop smoking aid). Examples from the UK slogans 
are “My style. My way.” (Softsheen Carson hair oil), “Better hydration. Better 
exercise.” (Lucozade Hydro Active sports drink), and “Slim happy with Slim-
Fast” (Slim-Fast diet foods). Virtually all of the repetition involved recurring 
adjectives or verbs. However, the Maybelline slogan used the sentence 
adverb “maybe” and the UK Max Factor cosmetics slogan repeated “make-up”, 
using it once as a noun and once as an adjective: “The make-up of make-up 
artists.” Additionally, as can be seen from the examples above, the repetition 
was typically emphasized by the use of a short two-sentence slogan.
● Rhyme
Rhyme was less frequently employed in the slogans of both editions. It 
was used in 3% of the US slogans and 4% of the UK slogans. The Oil of Olay 
moisturizer slogan “love the skin you’re in” is an example that appeared in 
both magazines. Other US examples include “Add some roo to your do” (Aussie 
hair products) and “It’s HAIRUWEAR” (Pop hair pieces and wigs). “We know 
the colors that go” (Dulux paint) and “Because feta can taste so much better” 
(Apetina feta cheese) are UK slogan rhymes. The second example requires 
that “better” be pronounced “bet-uh” to rhyme with “feta” which promotes a 
casual tone for the slogan.
● Word play
Four percent of both the US and UK slogans used word play to enhance 
the message. For example, the Lunesta sleep aid slogan is “Leave the rest to 
Lunesta”, which plays on the meaning of rest as sleep and something that 
remains to be done. Similarly, the slogan for cotton states “Get wrapped up in 
it”, playing on the meaning of “wrapped up in” to mean covered by it and to 
be engrossed in it. In the UK slogans, the slogan “Good mornings follow a 
good Nytol”, used by Nytol sleep medication, makes use of the similarity of 
the pronunciation of “night” and “Nytol”. “Positive drinking”, the slogan for 
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Powerade sports drink, plays on the resemblance of the often-used phrase 
“positive thinking” and “positive drinking”. “Positive thinking” is often used in 
the expression “the power of positive thinking”, and this association of “power” 
also ties in with the product name “Powerade”.
● Other
Other techniques were used in 4% of the US slogans and 7% of the UK 
slogans. Sony’s slogan, used in both editions, uses periods to capture the feel-
ing of computers by mimicking an Internet address: “like.no.other”. Dove 
deodorant, in the US edition, employs a thrice-occurring visual repetition of 
double letters: “Keep the good stuff”. The writing of the slogan is likewise 
salient in the slogan for Pop hairpieces and wigs, which explains “It’s HAIRU-
WEAR”. The replacement of “you” by the letter “U” adds a hip attitude to 
the slogan as well as shortening the distance between the rhyming words 
“hair” and “wear”, which have been pushed together on either side of “U” to 
form one new word.
A few of the British slogans also makes use of a visual effect, as in the 
Nissan automobile ad written “SHIFT_city life”. The use of the under-bar 
enhances the notion of a technological transformation. One British slogan 
additionally draws on the impact of a foreign language. Seat automobile’s slo-
gan is the Spanish “auto emocion”. The use of Spanish for the slogan 
augments the passionate message. As Giles Smith of the Guardian writes 
about Seat and its slogan:
“Its recent products have been supported by splashy advertising campaigns, 
pressing home the slogan “auto emocion”, which it would appear, is to be 
said where possible in a smoky, post-coital whisper. By this means the 
company hopes to persuade us that it is an A-grade manufacturer of pulse-
quickening automobiles...”
Manipulation of the visual impact and the use of Spanish in this one 
instance were the only “other” techniques. However, these two techniques 
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were used to good effect in a small number of slogans.
● Use of multiple rhetorical devices
Only 3% of the US slogans utilized more than one rhetorical devices, but 
12% of the British slogans did so. For example, the US Covergirl cosmetics 
slogan, “Easy breezy beautiful Covergirl” includes a rhyme at the beginning, 
followed by alliteration with the letter “b” and short u () assonance in “beau-
tiful” and “Covergirl”. Also in the US edition, “Leave the rest to Lunesta” 
(Lunesta sleep medication) combines word play with short e (e) assonance in 
“rest” and “Lunesta”. Nine British slogans employed two rhetorical devices 
within one slogan. In six of these, assonance was teamed with another device, 
most often with alliteration, as in “Making Britain More Exotic”, a slogan for 
Rubicon juice which uses “m” alliteration in “making” and “more” and short i () 
assonance “Britain” and “exotic”. Other groupings of rhetorical devices can 
also be found. For example, ryhme and “b” alliteration come together in the 
Apetina slogan “Because feta can be so much better”.
Strategies of appeal
The advertisements were divided into the categories “Definition”, 
“Adventure”, “Expert”, “Maintenance/Recovery”, “Pampering”, “Traits”, “Per-
fection” and “Other”. The “Definition” group includes noun phrases that 
describe the product in such a way that it would be possible to say “X prod-
uct = Y explanatory slogan”. The “Adventure” classification was used for 
slogans that associated the product with adventure or audacious behavior. 
“Expert” slogans focused on the producers rather than the product, asserting 
expertise and proficiency. Slogans in the “Maintenance/Recovery” category 
emphasized that the product would either enhance qualities already present 
in the ad viewer or, on the other hand, restore aspects that were lacking. The 
“Pampering” category focused on indulgence and “Traits” was concerned 
with things like the strength, mystery, or individualism of the consumer. Fig-
ure 5 shows the breakdown of the strategies of appeal in both editions.
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● Definition
Twenty-five percent of the US slogans (26 slogans) and 38% of the UK 
slogans (29) were a definition of the product. Many of these definitions — 52% 
of the US definitions and 54% of the UK ones — were clear-cut so that it 
would be easily possible by reading the slogan to imagine the product it rep-
resented, for example, “The newest salon products now” (TradeSecret; US) or 
“Professional Cordless Straightener” (Braun Smoothliner; UK). As in these 
examples, definitions of this sort, while elucidating the type of product being 
advertised, often included further information to promote a favorable image 
of the product like “newest” or “professional”. Similar words were “#1”, “first” 
and “high-performance”. Other supplementary positive descriptions included 
words like “uncommon”, “inspired”, “full of life”, “grown-up”, and “beautifully”, 
as well as words such as “effortless” and “worry-free”. In addition to “newest”, 
other superlatives were “cheapest” and “lowest in fat”.
Some of the definition-type slogans were not as unambiguous in their 
descriptions but the connection between the portrayal of the product through 
the slogan and the product itself was nonetheless relatively straightforward. 
For example, Trident gum’s slogan in the US edition reads “A mouth’s best 
friend” and the UK ad for Dove deodorant states “Effective protection. Beau-
tiful result.” These slogans typically chose a more general or abstract word 
to encapsulate the product but one that might naturally be associated with 
the product. The slogans are a redefining and expansion of the significance of 
the product. Five of the US definitions (22%) and five of those in the UK edi-
tion (19%) were of this type.
On the other hand, some of the definitions employed broad concepts and 
impressions that could be applied to a wide range of products and regarding 
which it would be impossible to predict the type of product that was being 
represented. “Science Sexy” (Studio Tools hair products; US); “The change 
you deserve” (Effexor medication; US); “natural technology” (Garnier hair 
products; UK), and, using an even more metaphoric expression, “A new reli-
gion for hair” (ghd heat-styling travel bag; UK) are of this type. These 
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“definitions” represent a comprehensive reassignment and expansion of the 
product, taking on associations that are not in the specific realm of the prod-
uct advertised. Eight US definitions (35%) and five definitions from the UK 
edition (19%) were this type.
● Adventure
The adventure category was much more prevalent among the US slo-
gans than the UK slogans. Twenty-four American slogans, or 23%, belonged 
to this category. However, only 10 slogans from the British edition (13%) 
received this classification.
The US adventure-type slogans often urge the viewer of the ad to action. 
The Dentyne Fire chewing gum ad urges the viewer to “Go Bold”. The brev-
ity of the message itself is daring. It hardly takes much real courage to chew 
spicy gum, but the producers are linking this small feat with an entire confi-
dent lifestyle. Similarly, the Dentyne Ice ad invites the viewer to “Happy 
hunting” although it is difficult to imagine how chewing gum can be directly 
linked to the pursuit of anything beyond a refreshing taste. Nonetheless, the 
viewer is perceived and encouraged to engage in self-perception as an active 
seeker. Other food products also serve as the stage for daring action.  Boca 
soy products urge the viewer to “Chow proudly” and the Butterfinger choco-
late bar tells viewers directly to “Feed your appetite for fun”.
Advertisements for toiletries employ the same type of approach in many 
cases, raising a call for adventure. Garnier Fructis Style hair products exhort 
the viewer to “Unleash your style!”, implying that the viewer’s style has been 
under strict control, even reined in, but that the hair product in question can 
release it from suppression. Noxema Triple Clean Blackhead Cleanser’s com-
mand to “Face the tingle” is somewhat unusual. “Face” is typically associated 
with difficult or unpleasant situations and it seems curious at first that an 
advertiser would elect to suggest that the product advertised required such 
courage to deal with it. On the other hand, the object of “face” is “tingle”, 
which can mean both a slight stinging sensation or an exciting feeling. In this 
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way, the experience of using the skincare product is rendered into an adven-
ture to confront.
Other US advertisements of this type suggest transformation and trans-
portation to a new, more exciting world. The Sprint cell-phone ad announces 
that the product is “Changing your wireless world” while the Toyota automo-
bile ad declares that someone or something, perhaps the company, perhaps 
the driver of the advertised car, is “moving on”. Sally Hansen nail care prod-
ucts, on the other hand, proclaim that “Miracles happen” and Physician’s 
Formula skin products boast that “Your eyes won’t believe your face.” Rather 
than urging action on the part of the viewer, these types of slogans assert 
that use of the product will bring about dynamic change.
Some slogans which were slotted into the “Definition” category also had 
adventure elements and were counted in both categories. For example, Ford’s 
“Bold Moves” slogan, or the “Fuel to be fabulous” slogan of Tab energy soda. 
Such slogans as these while offering a broad definition of the product at the 
same time are imbued with a quality of adventure and confidence. Similarly, 
Abilify bipolar medicine states “Bipolar medicine... for the road ahead”, imply-
ing that the medicine enables the consumer to move on.
The 10 UK slogans slotted into this category were generally more muted 
in their calls to adventure. The imperative form was not used except in the 
easyJet.com recruitment ad, “Come on, let’s fly!”, so that in place of a direct 
summons to action, the products were portrayed in a vigorous and vibrant 
way. For example, the Renault Clio automobile is described as having “Twice 
the va va voom”. Schwarzkopf hair color products require that the viewer 
already possess the daring mindset, although the ad does not assume that the 
viewer necessarily has this quality: “If you’ve got the attitude, we’ve got the 
color”. An approach focused on audacity and adventure was not absent from 
the UK ads, but compared to the US slogans it was infrequent.
● Expert
Another common type of slogan was those which related to asserting 
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the expert, professional or veteran status of the producer of the product 
advertised. Seven of the American slogans (7%) and seven of the British slo-
gans (9%) were of this type. Examples include “The curl experts” (Ouidad 
hair products; US); “The beauty authority” (Sephora cosmetics, skincare, and 
fragrance; US); “True professional” (Marc Anthony hair products; US); “The 
Make-up of Make-up Artists” (Max Factor cosmetics; UK); or “Used by pro-
fessionals” (TRESemme hair products; UK).
● Maintenance / Recovery
Thirteen slogans in the US edition, or 12%, were related to the notions of 
maintenance or recovery. For example, Dove shampoo’s slogan which states 
“Keep the good stuff” positively affirms the pre-existing health of hair while 
suggesting indirectly that some shampoos might strip the hair of this “good 
stuff”. The use of “stuff” promotes a casual, non-professional tone while not 
specifying what exactly is “good”. On the other hand, Pantene Pro-V urges 
the viewer of the ad to “Rescue your hair today”, implying that the hair is 
damaged and in need of saving. Only four British slogans, or 5%, were of this 
type, for example “Good mornings follow a good Nytol” (Nytol sleep aid) and 
“Nothing works faster” (Zovirax cold sore medication).
● Pampering
Slogans that encouraged the viewer to take care of themselves or 
acknowledged that the viewer deserved to receive special treatment were 
given the “Pampering” classification. Eleven US slogans, amounting to 10% of 
all the slogans of the US edition, and two UK slogans (3%) were this type. 
Hair product maker L’Oreal’s slogan “Because you’re worth it”, which 
appeared in both editions, implies that the viewer deserves something good, 
which is the product. It is not clear what the “it” is beyond the product itself. 
In the US edition, this slogan was also altered in other advertisements to the 
rhetorical question, “Aren’t you worth it?” In a similar way, the slogan for 
Lean Cuisine meals, in the US edition, urges the view of the ad to “Do some-
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thing good for yourself.” Presumably, eating a meal lower in calories and fat 
is “good” for the viewer. However, rather than simply encouraging the 
viewer to, for example, “Eat well”, the ad uses the unspecific “something 
good”, a formulation that represents a broader invitation to the viewer to cos-
set herself. The Oil of Olay moisturizer slogan, used in both the American 
and British magazines, likewise exhorts the viewer to “Love the skin you’re 
in”.
While the slogans mentioned above tell the viewer to take care of her-
self, other ads suggest that the viewer allow the producer or product to take 
charge of the caring. Johnson’s body wash (in the US edition) proposes “Let 
us nurture your skin. Again.” All that is required is the viewer’s consent in 
the caring process. The use of “again” may imply a return to childhood or 
that the viewer has enjoyed the product before. The notion of putting the 
care into another’s hands is present in the US ad for Lunesta sleep aid: “Leave 
the rest to us.” The double meaning of “rest” as “sleep” and “everything else” 
allows for the slogan to imply the product can manage all of the viewer’s 
troubles and worries.
● Traits
Some slogans highlighted such traits as the strength, mystery, or individ-
ualism of the product or the consumer using the product. Fourteen US 
slogans, or 13%, and 11 UK slogans, or 14%, fell into this category. These 
types of slogans evoke a special, sometimes almost magical, relationship 
between the product and the consumer.
The Maybelline cosmetics ads in both editions assert a mysterious “X” 
factor: “Maybe she’s born with it. Maybe it’s Maybelline.” What precisely “it” 
is, is left up to the viewer to decide. It is apparently something desirable 
related to facial beauty and at the same time something which the consumer 
might prefer that others believe to be a natural characteristic rather than 
something produced through artificial means. Rather than announcing 
directly to the viewer that the product achieves a natural-looking beauty, the 
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language suggests a delicate ambiguity while mimicking the whispered words 
of other men and women who may be watching the woman wearing the cos-
metics and wondering whether the wearer has a secret regarding her beauty.
Secrets also play a role in two other ads, one American and one British. 
One US slogan for Secret deodorant is “My secret” and in the UK edition 
Simple Regeneration Plus skin care proclaims that “The secret to younger-
looking skin is Simple”. Suggesting that a product that is widely advertised 
and easily available is a “secret”, while unlikely in fact, implies special, clan-
destine qualities.
Other slogans emphasize strength. Another slogan for Secret deodorant 
is “Strong enough for a woman”. Interestingly, what is implied is that a 
woman, because she is a woman, would need a strong deodorant. In a round-
about way it is suggested that women are active and therefore likely to 
sweat, creating the need for a powerful deodorant. This slogan is a variation 
on the older slogan “Strong enough for a man but made for a woman”. Along 
the same lines, “Let’s stay strong” is the slogan for Adez fruit and soya drink 
in the UK magazine.
In one instance, the strength approach is focused on hair itself: “For hair 
that shines with all its strength” (Garnier Fructis shampoo; US). It is possible 
to describe hair as strong, although slightly unusual. It is certainly possible 
for hair to shine. However, it is impossible for hair, which is not capable of 
independent action, to “shine with all its strength”. The slogan suggests that 
the hair product will achieve the impossible and create hair that because it is 
in good condition is capable of cooperating in the presumed goal of shining as 
much as possible.
Individuality is another aspect that may be asserted in slogans. For 
example, the US slogans “It’s more you” (Clairol hair color), “Accent on you” 
(Cache leather jacket) as well the UK slogans “A more confident you” (Trans-
form cosmetic surgery group) or “My style. My way” (Softeen Carson hair oil) 
suggest the products enhance “you” or express the consumer’s identity. 
Bringing out the consumer’s distinctiveness is the approach of these slogans.
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● Perfection
Yet another type of slogan was those which emphasized the perfection 
of the product. Eleven US slogans (10%) and seven UK slogans (9%) were of 
this type. “Beyond eternity” (Calla Cut Diamond), “Perfect styles... Perfect 
comfort” (Skechers footwear) and “It’s all inside” (JC Penney) are examples of 
this type from the US magazine, and the UK slogans “Pure rare eternal” 
(Platinum), “The absolute femininity” (J’adore fragrance), and “Perfect every 
time” (Uncle Ben’s rice).
The Sony slogan “like. no. other”, which appeared in the US edition, 
expresses perfection indirectly. While it is likely that many a consumer may 
indeed find the product advertised, a laptop computer, quite similar to that of 
its competitors, the producer is emphasizing its difference, leaving it to the 
viewer to infer that this distinction reflects unsurpassed qualities rather than 
some kind of negative divergence.
Discussion
There are some interesting differences between the US and UK slogans. 
Eighty percent of the US slogans and 71% of the UK slogans were noun 
phrases, imperative sentences, or non-imperative full sentences. Both editions 
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use noun phrases most often, with 35% of the US slogans and 45% of the UK 
slogans taking this form. However, imperative structures were much more 
common among the US collection. Thirty-two percent of these slogans were 
in the imperative form compared to only 9% of those in the UK edition.
Alliteration was the most frequent rhetorical device for both editions’ 
slogans. It was used in 22% of the US slogans and 21% of the British ones. 
Assonance was seen a little more often in the UK slogans, making an appear-
ance in 17% of these slogans compared to 10% of the US ones. Repetition, 
rhyme, and word play were at similar frequencies. While more US slogans 
used rhetorical devices than those in the UK, at 49% compared to 39%, use of 
multiple rhetorical devices was more common in the British slogans. Twelve 
percent of them took advantage of two or more types within a single slogan 
while only 3% of the US slogans did so.
Corresponding to the prevalence of noun phrases, “Definitions” were the 
most common strategy of appeal in both editions, used in 25% of the US slo-
gans and 38% of the British ones. Among the UK slogans, no other category 
was used very frequently. The second-most common strategy was “Traits”, 
but it was only used in 14% of the slogans of the British edition. Similarly, the 
third-most common category, “Adventure”, was only used in 13% of these slo-
gans. On the other hand, “Adventure” was almost as frequent among the US 
slogans as the category of “Definition”, used in 23% of the slogans. The “Main-
tenance and Recovery” category as well as the “Pampering” classification 
were also used more often than in the British edition.
These divergences may be related to essential cultural differences in 
advertising communication and appeal, suggesting that the US style of slogan 
communication is more oriented to exhortation through the use of impera-
tives and that American women are more likely to be attracted to messages 
related to adventure, preservation and indulgence, while their British coun-
terparts prefer a straightforward explanation of products through definitions 
in the form of noun phrases.
However, it is also possible that they are related to the differences in the 
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types of products advertised, as the British magazine had more food, technol-
ogy, and “other” products, while the US edition had significantly more skin 
care, fashion, and make-up product advertisements. Moreover, as slogans are 
but one part of the whole selling message, it is necessary to further examine 
their role in the advertisements as a whole and how these types of struc-
tures, rhetorical devices, and strategies of appeal interplay with other 
elements in the ads, such as headlines, body copy, and visual message. Such 
additional research can further enhance understanding of potential differ-
ences in American and British advertising.
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